The number of people using internet has increased due to advances in information technology, and the growth of electronic commerce (e-commerce) is increasingly growing. This study aims to investigate the factors that influence consumer intention to adopt e-commerce in Jakarta and Taipei. In this paper, additional variables such as trust, costs, social influences, various services, and control variables such as age, educational level, and gender of consumers become work extension of traditional model of technology acceptance (TAM) and the diffusion of innovation (DOI) models. By comparing consumers from both Jakarta and Taipei, this research is able to form a comparison model based on two different cultural settings. Data are collected from 192 Jakarta consumers and 184 Taipei consumers, and ANCOVA is employed to test the research model. The results show that trust, cost, social influence, and variety of services, perceived usefulness and trialability have significant influence to Jakarta consumer decisions to adopt e-commerce. All of variables except variety of services have significant influence to Taipei consumer decisions to adopt e-commerce. Demographic profile such as age, gender and education level have no significant influence to both cities consumers. Results from this study will be useful for online companies in formulating marketing strategy, especially for companies that will operate in Indonesian market, since Indonesia is a huge and growing market. 
Introduction
Since its first gain prevalence in the 1990s, electronic commerce (e-commerce) has revolutionized business. Profound changes on the competitiveness and industrial structure are happening due to introduction of ecommerce. Travel and music industries are some examples of how significant changes to their business models as a result of e-commerce. Liao et al. (2006) [1] stated that over the past decade, the explosive growth of the World Wide Web (the Web), coupled with the rapid expansion of public access to these media, had bolstered the practice of doing business on-line and had attracted a great deal of attention from entrepreneurs, executives, and investors. With the growth of Information Technology, electronic commerce (e-commerce) is now seen as the new business model and platform that will have a similar, if not bigger, it will impact on the business communities and industries than traditional commerce.
The introduction of e-commerce to businesses brings profound changes to the competitiveness and structure of industry. Maity & Mayukhdass (2014) [2] pointed out that with technological advancements, firms were increasingly reaching out to their customers through a variety of channels such as electronic commerce, mobile commerce, and brick and mortar establishments. Therefore, the investigation in the effects of internet technology on the services organizations performance with the e-commerce orientations has a great importance. The increasing volume of e-commerce in the world, using it by the economic firms and gradual acceptation of it from consumers demonstrates potential advantages of e-commerce in the economic and commercial context. Thus, there is no choice to use it in the economic and commercial activities.
However, The digital gap of e-commerce adoption among countries is widening. Nurshafiqa (2013) [3] noted that although the number of internet subscribers is increasing, actual e-commerce activities in many developing countries remain low. This means that although when consumers are using the Internet to do their activity such as listening to music, browsing, and socializing, the widespread usage of e-commerce, where consumers conduct transactions for goods or services using e-commerce, which remains low. The key question faced by telecommunication providers is how to transfer the potential of e-commerce into financial profits. The adoption of internet technologies such as e-commerce and online banking has been studied by researchers. Studies on consumer decisions to adopt e-commerce however, remain sparce.
The present study focuses on consumer's decisions making in adopting e-commerce. Specifically, we compare the perceptions of users from Jakarta city and Taipei city to help identify effective strategies for EC companies in Indonesia to attract users from wider global market. Indonesia is interesting market, where the EC market is taking off, and consumers from Taipei city are used to investigate cross-border EC. We have focused on younger students, such as university and high school students.
In sum, this study empirically describes consumers perceptions which can be used as a based to make strategies in attracting consumers from developed countries to use EC to make purchases in developing countries and vice versa, which we do by shedding light on behavior differences between Indonesia and Chinese Taipei consumer's perceptions
Literature Review

E-Commerce
In general terms, Lignell (2014) [4] stated that e-commerce refers to buying or ordering goods via the internet for a consumer's personal or household's consumption, regardless of whether the invoice for payment arrives later or the goods are paid immediately via electronic banking, credit card, electronic payment or similar. According to Helgueros (2012) [5] , business model talks about how the company makes money identifying its place on the chain value. There have been few attempts to formally define and classify Business models in e-commerce context. Mahadevan (2000) [6] pointed out that a business model in internet is a unique blend of three streams that are critical to the business. These include the value stream for the business partners and the buyers, the revenue stream, and the logistical stream. The value stream identifies the value proposition for the buyers, sellers, and the market makers and portals in an Internet context. The revenue stream is a plan for assuring revenue generation for the business. The logistical stream addresses various issues related to the design of the supply chain for the business.
E-commerce or electronics commerce business models can generally categorized in following categories: a) Business-to-Business (B2B) Sila (2013) [7] categorized B2B as "outside-in" resources (i.e. those resources used to manage external Table 1 . Different models of e-commerce. Over the last 10 years the merchants and retainer IT business in Indonesia continues to increase the ability of each in terms of convenience and innovative transactions. People who were previously unable to purchase products online, facilitated by a wide selection of products. Then People who previously had to contact the merchant in order to buy a product, later simply done by filling in a specific form, and the product can thank society without even picking up the phone.
The development of e-commerce in Indonesia, which continued to climb is closely related to the carrying capacity of the IT world itself. The existence of Warnet (warung internet or internet cafe) a type of business that leases Internet services to the public and several factors such as the cheapening of the price of Internet access, rental costs are getting cheaper hosting, high internet user forums, networking social and readiness banks provide internet banking service, to the easy development are important factors. Medyawati et al. (2014) [12] showed that some of the government banks, private banks and local government banks in Indonesia are known to have e-Banking facilities including internet banking. However, is it true the e-commerce market in Indonesia can absorb all the superior features as the system of buying and selling is done as a "purely by the system?" Due to this absorption capability, then the e-commerce market in Indonesia can really run well for replacing the conventional way of shopping that still used.
Internet users in Indonesia still have to undergo adjustment with the Internet boom of e-commerce. In other words, prospective buyers still need online transactions education in order to be absolutely sure to spend their money online that presents ease and safe. As shown in Figure 1 , which shows the trust factor becomes the biggest problem in online transactions. In fact, the number of online sellers and buyers in Indonesia are increasing over time. This assumption can certainly be another measure of the potential of e-commerce in Indonesia that still leaves a huge opportunity. With the market of internet users 4.6 million people in 2013, the merchant does not only need to introduce a system of e-commerce on-line prospective buyers, but also attract potential buyers offline through promotion and education markets. The challenge is whether society is ready to run the e-commerce in Indonesia.
E-commerce in Indonesia can be very rapid. If we look at the data released by the Ministry of Communications and Information Technology, e-commerce market in Indonesia in 2013 reach Rp 130 trillion, or in other words it grows almost doubled compared to the previous year to reach Rp 69 trillion. Frost & Sullivan research in Indonesia Indonesian Telecom-Go Online stating that revenue e-commerce transactions mentioned in Indonesia reached USD 120 million in 2010 and will increase to $ 650 million in 2015. Meanwhile, research and Daily Social Veritrans estimates the market share of e-commerce based on public reports and customer is USD 0.6 billion to USD 1.2 billion. And e-commerce spending an annual average is USD 256 and the new 6.5% of Internet users who transact online.
The graph above shows a comparison between total population growth and total internet users in Indonesia from 2000 to 2014. The data was taken from APJII and BPS Indonesia in 2015. Population and Internet users has increased from year to year. With number of Internet users in Indonesia just reached 88.1 million people in 2014 which constitute 34.9% of total population, this number is expected continue to increase. The potential for e-commerce business in Indonesia will be enormous in the coming years. Based on reports from detiknet, Indonesia sales generated through e-commerce business in 2013 increased 71.3% compared to the year 2012, grew rapidly from $ 1.04 billion or USD 10.2 billion to USD 1.79 billion or USD 17, 72 trillion. Cantilever of sales growth in e-commerce can not be separated from the growing number of people who transact online. If we look back at Figure 2 , we can see the trend of an increasing number of online shopper. In 2011, the number of online shoppers approximately 4.6% of the total internet users. Meanwhile, in 2012, rose to 5.2% and this percentage continues to rise to 6.16% in 2013.
E-Commerce in Taiwan
Unlike to Indonesia, Chinese Taipei is one of the most heavily computerized societies in the world. For example, reports from both the Economist Intelligence Unit (EIU) and IBM Institute for Business Value (IBV) in 2009 ranked Chinese Taipei as sixteenth in the world and second in Asia in terms of ereadiness. Although according to Chien et al. (2012) [13] the birth rate and population growth rate have been decreasing rapidly in recent years. Tsai & Cheng (2012) [14] reported that since 1993, when Taiwan was recognized as an aging society, the proportion of the population aged over 65 years has been rising, reaching 10.7% at the end of 2010, the rapid development of the Internet, different forms of e-commerce have been developed. Wu 2004) [15] found that the number of people who have never used the Internet for shopping is gradually decreasing every year in Taiwan. The industries in Taiwan, however, show a different stage of adopting Web technology. Liao et al. (2006) [1] showed that the finance, electronics, cosmetics, transportation, insurance, aerospace and medical industries have a high percentage of companies (more than 88%) with web sites. Ramanathan et al. (2012) [16] indicated that adoption in people in Taiwan SMEs has also been influenced by various other factors such as relative advantage, complexity, and government's policies. In travel sector, Huang (2006) [17] found that partner selection positively affects the performance of strategic alliances. B2B ecommerce strategy alliances indeed improve e-travel agencies' performances.
Factor Affecting Adoption of E-Commerce and Hypotheses Development
This study based on the literature review, which includes variables trust, cost, social influence, variety of services, perceived of usefulness, perceived ease to use, and triability. Issues such as security and privacy play an important role in influencing consumer's trust in adopting e-commerce. Although users are assured by various encryptions, and anti-virus tools when conducting their transactions online via computers, security tools for e-commerce remain a relatively new concept to users. Consumers also have to face the uncertainty of conducting transactions on e-commerce without having face-to-face contact with a shop, or having seen the physical products. As such, it also would be interesting to investigate if costs play such a role in affecting consumer decisions to adopt e-commerce. E-commerce is also susceptible to social influence. Consumers might purchase and use certain devices because of the trend or influence from the media and friends. Lastly, as the decisions to adopt e-commerce lie with consumers, it would be important to include demographic profiles of users as control variables to determine if they have any influence on adoption decisions. 
Trust
Many scholars have argued that trust is a prerequisite for successful commerce because according to Kim et al. (2008) [18] consumers are hesitant to make purchases unless they trust the seller. Trust may be defined as whether users are willing to become vulnerable to the e-commerce providers after considering their characteristics (e.g. security, brand name). Trust has been studied in existing e-commerce. However, in this research, the aim is to examine whether users are willing to take the risks of trusting e-commerce, even though it involves uncertainties such as the security and privacy risks, and the lack of face-to face interactions with the ecommerce providers. As e-commerce transactions involve transferring data in a wireless environment, users are exposed to higher security and privacy risks. Traditional financial service companies (banks, processors, and card associations) clearly have an advantage from controlling the existing banking and payments infrastructure. The extent to which they can strategically extend their products and services in a way that maintains the customer's trust in their services be key to their success. A foundational element of that trust is the security of the products and services.
Susanto & Zo (2011) [19] added that besides trust, the e-commerce success is also related to security and privacy, commitment, and loyalty which has become important to the successful penetration in online commerce and e-banking. Slyke et al. (2010) [20] revealed that trust on e-commerce can be influenced by the culture of the consumers. Eid (2011) [21] found that trust plays an important role in influencing organizations' B2C adoption. Given that it is not possible to completely eliminate the risks of security and privacy in e-commerce, the question to be asked here is whether consumers are willing to take the risk and trust e-commerce providers. Rosydi & Marjan (2013) [22] stated that as risk and uncertainty are always involved in online purchasing, developing confidence level of the trusting parties is important because any of them may be subjected to the violation of trust during the transactions. Pennanen (2011) [23] found that interpersonal e-trustworthiness is more important than institutional etrustworthiness in consumers' e-trust building. According to Seer et al. (2012) [24] literature study, one of the possible causes of low e-commerce adoption is trust. Table 2 below shows in details.
Furthermore Abyad (2011) [25] stated that both building trust and improving technological safety will play a major role in allowing e-commerce to reach its full potential. Wang & Benbasat (2008) [26] revealed that in the early stages of trust formation, four positive reasons (i.e. knowledge-based, interactive, calculative, and dispositional) are associated with higher trust and two negative reasons (i.e. calculative and interactive) are associated with lower trust. Their study demonstrate some distinctive features of trust formation with respect to decision support technologies. Based on their study of trust fraud of e-commerce, Zhang et al. (2013) [27] propose a number of directions for improvements to the current trust models. It includes the following parameters: Table 2 . Possible main causes of low e-commerce adoption.  Transaction amount weight. Various transaction amounts should be treated differently in the trust calculation;  Time decay coefficient. Trust should reflect sellers' recent trading activities;  Trust factors. These include quality, service and shipping speed, which should be considered and treated differently according to the buyer's opinions. Further, Koon et al. (2012) [28] stated that buyers' trust in suppliers is critical in all commerce, but particularly e-commerce, due to more pronounced information asymmetry, where buyers have incomplete information about suppliers. Based on Kim And Izak BenbaSat (2009) [29] study, customers are more influenced by the content of trust-assuring arguments when the price of a product is relatively high than when it is relatively low. Therefore this study hypothesizes that:
H1a: Trust has a significant relationship with Jakarta consumer decisions to adopt e-commerce; H1b: Trust has a significant relationship with Taipei consumer decisions to adopt e-commerce.
Cost
E-commerce brings many advantages for everyone, including the company, customers and communities as a whole. One of the advantages is that companies get the opportunity to quickly and inexpensively explore markets in the world, on order to create competitive products for these markets. Kikovska & Georgievska (2013) [30] emphasized that by joining the e-commerce, companies reduce communication costs, the costs for collecting information, promotion costs, labour costs (they need less employees) etc. Time and space distance, once a barrier in the form of costs and trade limitation, is immeasurably reduced today. Li & Xie (2012) [31] found that small and medium firms tend to take e-commerce as a source to acquire competitive advantages, while large ones tend to take it as a way to simplify firm operation and lower costs. Greater potential in business e-commerce have encouraged companies to move from traditional method to the online business worldwide. Alam et al. (2011) [32] argued that companies have much greater incentive to adopt e-commerce than consumers because it offered many benefi ts to companies such as massive cost saving in transaction costs, improved effi ciency and strategic fl exibility by developing more dynamic and fl exible relationships with key business partners.
In markets, extensive searches, price comparison, and a focus on one-off transactions with the lowest-cost supplier are considered superior. Technology is regarded as a means of rationalizing market transactions, thus reducing overall cost. As a result, according to Koch & Ulrike Schultze (2011) [33] trading parties tend to enter into explicitly negotiated, short-term agreements. (Galbreth et al. 2005) [34] noted the existence of lower product prices for buyers, in addition to cost savings for both buyers and sellers. The price savings that buyers can achieve as a result of these network effects in an e-marketplace have been estimated at 5 to 10 percent.
Customers rely on information offered by firms, such as advertising, to lower their search costs. When a multiproduct firm lacks the capability to inform customers about the variety of products it offers and to explain how its offerings will fulfill customers'complementary needs, customers may continue to purchase some from products that vendor and purchase complementary products from competitors that do inform them about their product offerings. Brush et al. (2012) [35] showed that e-commerce can save customer`s search cost, it is the time and effort spent by customers to find products that meet their needs and wants.
In general, Chen (2012) [36] found that not only may lower price benefits motivate consumers to participate in online group buying activities, but convenient cost concerns also trigger them to join. The high level of competition characterising the rapid prototyping service market requires competitive prices, fast quotation times and high quality products. One of the objectives of a company selling on-line is to increase its share of the market until it reaches production saturation capacity. Angelo & Stefano (2010) [37] argued that the market reference for a company, which sells on-line, may reach international levels without a major increase in costs. A rapid prototyping service is an activity that works well on the web. The product specification may be formulated using a geometric model defined by a file that can easily surf the net even at great distances. The distribution network of shipping is characterised by an international dimension, capillary coverage of territory, fast delivery and relatively.
According to Cohen & Kallirroi (2006) [38] , the cost/performance benefits of ecommerce can beategorized in four (4) groups. The first group relates to the reduction of external and internal communication expenses, the second to the revenues generated either from current business or from new initiatives, the third to the tangible benefits, such as reduced costs and more flexible working practices, and the final group refers to intangible benefits such as enhanced competitive positioning and enhanced customer relationships. Vander Meer et al. (2012) [39] stated that by online applications in ecommerce, caching information significantly reduces the customer's cost. The literature study by Blasco et al. (2010) [40] provides empirical evidence of how costs are a key determinant in e-consumer loyalty, and have a moderating effect on customer loyalty through satisfaction. Therefore there is a need to examine if cost factors affect consumers in general. Therefore this study hypothesizes that:
H2a: Cost has a significant relationship with Jakarta consumer decisions to adopt e-commerce; H2b: Cost has a significant relationship with Taipei consumer decisions to adopt e-commerce.
Social Influence
We define social influence as the "degree to which an individual believed that others thought they should use electronic commerce services". When making a purchase decision, social influence plays an important role. Mahadeo (2009) [41] divided Social influence into external and interpersonal. The first includes mass media reports, expert opinions, and other nonpersonal information, while the other includes word-of-mouth from friends, colleagues, and superiors. Once a consumer has defined a list of required features, he can use those to start searching for the right product. But browsing, searching, and buying a product on E-commerce websites is often a time consuming and frustrating task for consumers. Silverman et al. (2001) [42] revealed that over 80% of web shoppers have at some point left e-commerce websites without finding what they want. Purchasing decisions are often strongly influenced by people who the consumer knows and trusts.
Ratten 2010) [43] implied that people often learn by observing others in their social group use a new technology. Consumers did not just talk about retailer social media networks, they also took to social media to express their views and opinions on the shopping experience and the items they purchased. The sentiment for reviews of retailers and their products was nearly five times more positive than negative. Shin (2013) [44] stated that social commerce (s-commerce) is a new form of electronic commerce that involves using social media, an online media that supports social interaction and user contributions, to assist in the online buying and selling of products and services. Mazman et al. (2009) [45] defined social influence with 3 different forms in his theory: 1. Compliance: when an individual accepts influence because he hopes to achieve a favorable reaction from another person or group (social approval/disapproval from others). 2. Identification: when an individual accepts influence because he wants to establish or maintain a satisfying self defining relationship with others. 3. Internalization: when an individual accepts influence because it is congruent with her value system.
Consumers use social media to share news about deals, in store and online shopping experiences and more. The following are some results about social influence in e-commerce from various sources:  Consumers are 71% more likely to make a purchase based on social media referrals (Hubspot);  74% of consumers rely on social networks to guide purchase decisions (SproutSocial);  66.4% of shoppers update their Facebook status to tell friends about best offers and finds (Crowdtap);  58% of Facebook users expect offers, events or promotions when they become fans (Hubspot);  55% of Twitter users discuss gift ideas on Twitter (Twitter );  47.7% of shoppers say that Pinterest content has inspired holiday gift purchases (Crowdtap);  66% of 2012 Black Friday purchases were the result of a social media interaction (Mr Youth );  79% of consumers like a Facebook company page because it offers discounts and incentives TWEET (Forbes);  81% of US respondents indicated that friends' social media posts directly influenced their purchase decision (Forbes);  32.5% of women say they're influenced by special offers on Facebook vs 29% on Twitter (Business 2 Community);  78% of respondents said that companies' social media posts impact their purchases (Forbes);  According to a 2013 study done by Syncapse, 42% of users Like a brand on Facebook to get a coupon or discount .
From information above, many online shoppers tend to wait for the opinions of early adopters before making a purchase decision to reduce the risk of buying a new product. Web-based social communities, actively fostered by e-commerce companies, allow consumers to share their personal experiences by writing reviews, rating reviews, and chatting among trusting members. They drive the volume of traffic to retail sites and become a starting point for Web shoppers. e-commerce companies have recently started to capture data on the social interaction between consumers in their websites, with the potential objective of understanding and leveraging social influence in customers' purchase decision making to improve customer relationship management and increase sales.
The type of decision making that consumers use to purchase a product/service does not necessarily remain constant. For instance, if a routinely purchased product no longer satisfies, consumers may practice limited or extensive decision making to switch to another brand. E-commerce has dramatic effect on consumer decision making. Narwal & Kant (2014) [46] saw that social networks emerge since many websites help a consumer to take final purchase decision by sharing reviews written by previous customers and evaluated by potential customers. Many online shoppers tend to wait for early adopters' opinions before making a purchase decision to reduce the risk of buying a new product. Therefore the following hypothesis is proposed:
H3a: Social influence has a significant relationship with Jakarta consumer decisions to adopt e-commerce; H3b: Social influence has a significant relationship with Taipei consumer decisions to adopt e-commerce.
Variety of Service
In recent years, e-commerce technologies have dramatically changed the nature of services and service delivery systems. As a result, applications of traditional entry-mode strategies for service businesses are no longer adequate. High quality service is an integral part of any successful enterprise, but providing it can be a challenge for online enterprise, especially when customers are complaining about each other. In order to succeed in e-commerce companies are trying to distinguish themselves by offering better services through their websites or third party service providers. Service quality in general and e-service quality in particular will be critical drivers of strategic advantage companies. The intense competition between service businesses has led them to look for profitable ways to differentiate themselves when compared to others. Srinivasa & Gopal (2013) [47] emphasized that a key strategy which facilitates businesses to differentiate with others is the quality of service provided by them. Many companies are establishing Web sites so that both existing and future customers can interact with the firm through another venue. Customers can obtain product information, make purchases, or resolve customer service problems. Klinger (2003) [48] stated that businesses can more efficiently and effectively service their customers through e-commerce and in turn customers return the favor through increased customer satisfaction, repeat purchases, and overall brand loyalty. In previous empirical research, management can adjust fewer variables on the delivery side than on the return side. In e-commerce, one leniency variable that exists for both deliveries and returns is whether customers pay for shipping or the company entirely subsidizes it. Lantz & Hjort (2013) [49] proposed a basic price theory which suggests that if a service is free, it will generally have a higher demand than if it were not free. If this theory holds, then free deliveries should correspond to higher sales, and free returns should correspond to both higher sales and increased returns. However, Ekeledo & Sivakumar (2004) [50] found that globalization has different implications for different types of services and is affected by the process involved in creating and delivering the service.
Organizations provide services to their subscribers which allow them to interact with and teach others, engage in discussions, and create common-interest resource web pages. Etzion & Pang (2014) [51] showed that a firm can benefit from the technological ability to offer the service, and from an increase in the strength of network effects or in the market size of the service, only when the value customers derive from the direct functionalities (those that do not rely on the network) of the service are sufficiently high. Marketing tasks such as advertising, order taking, billing and bill collection, prospecting for customers, and some customer services can take place online. Technologies now allow certain service processes to be administered from a distance.
Based on the trust-transfer principle, Turel et al. (2008) [52] stated that consumers may use trust in the human customer representative as a basis on which they form trust perceptions regarding the service provider that he or she represents. That is, users can "transfer" trust from the entity with which they interact directly (the customer support representative) to a lesser known entity.
In terms of providing higher value added services such as conducting e-banking activities, good distribution, purchasing on and advertisements remains limited, specialy in developing country. This challenge in e-commerce lies with the facts that users might not be willing to pay to use e-commerce due to the lack of services. Application developers on the other hand, might not be willing to invest in developing applications if there are not enough users. So the key question to e-commerce providers and application developers therefore is that if more services are being offered, would users be more willing to use them, or are they still hindered by other factors. Therefore the following hypothesis is proposed:
H4a: Variety of services has a significant relationship with Jakarta consumer decisions to adopt e-commerce; H4b: Variety of services has a significant relationship with Taipei consumer decisions to adopt e-commerce. Davis (1989) [53] proposed the Technology Acceptance Model (TAM) which suggests that consumers' behavioral intentions are determined by their attitude towards the technology adoption, which is jointly determined by two beliefs: (1) perceived usefulness (PU) and (2) perceived ease of use (PEOU). PU is defined as the individual's perception that using a particular system would enhance or improve job performance. PEOU refers to the individual's perception that using a particular system would be free of cognitive effort. TAM further proposes that PU is influenced by PEOU and external variables. Luo & Lee (2011) [54] found that perceived usefulness was not only play a key role in predicting customers' attitudes toward online shopping and purchasing intention, but also in the moderating role of the perceptions of international travelers of e-service quality and service satisfaction for consumers who have used e-traveling services. These are not much different from the results of research conducted by Brown & Jayakody (2009) [55] which shows that online shopper satisfaction is directly influenced by service quality and perceived usefulness, whilst perceived usefulness is directly influenced by trust and information quality. Furthermore, Yen & Tsai (2011) [56] showed that satisfaction and perceived usefulness are significant predictors of continuance intention of online shopper.
Perceived Usefulness
Ortega and Martinez (2013) [57] stated that the perceived usefulness could be one of the key drivers of its acceptance and general diffusion. However, in their study, Lim et al. (2008) [58] uncover that perceived usefulness has nonsignificant direct effects on e-commerce. The same case found by Wang (2008) [59] that online shopper intention taps a wider range of needs, costs and benefits of information technology (IT) use than perceived usefulness. It would therefore be worthwhile to investigate if perceived usefulness has an influence on Jakarta and Taipei consumer adoption decision:
H5a: Perceived usefulness has a significant relationship with Jakarta consumer decisions to adopt e-commerce;
H5b: Perceived usefulness has a significant relationship with Taipei consumer decisions to adopt e-commerce.
Perceived Ease of Use
In the TAM model, perceived ease of use is one of the original variables found similar to perceived usefulness. Educational levels, or age groups will make different for users in the perceived ease of use of e-commerce. Although one may argue that e-commerce applications should therefore have a simple interface, sometimes this might be done at the expense of features and functionalities. E-commerce's advantage also involves personalizing the services to the users. The perceived ease of use has been studied in past technologies such as mobile gaming by Hsu & Lu (2004) [63] . Besides the application features which might affect the perceived ease of use, physical features of devices such as how to use the applications, or difficulty in keying data, can also serve as a constraint to the decision to adopte-commerce. In this connection, the following hypotheses are proposed: H6a: Perceived ease of use has a significant relationship with Jakarta consumer decisions to adopt e-commerce;
H6b: Perceived ease of use has a significant relationship with Taipei consumer decisions to adopt e-com merce.
Trialability
Trialability refers to whether users given free trials are more likely to accept a new technology. Hsuan et al. 2011) [64] found that it is one of the best predictors of Diffusion of innovations (DOI) theory. Stewart (2012) [65] stated that trialability was a necessary condition for translation of initial intent to adopt to actual adoption. Tan & Teo (2000) [66] found that trialability is a signficiant determinant of internet commerce adoption. Likewise, Brown et al. (2003) [67] also found that trialability is able to influence the adoption of e-banking.
However, Murphy (2005) [68] found that trialability is dependent on access to a high-speed connection and equipment, multiple partners, development of technical expertise, and support. Offering free trials to users also means that e-commerce providers will have to bear the initial costs. This is therefore a risk that a e-commerce provider needs to take into consideration. Chong et al. (2010) [61] in their study however, found that consumers are not influenced by the free trials given to them. Given the inconsistencies in past studies and that e-commerce has different characteristics from other technologies, this study hypothesizes that:
H7a: Trialability has a significant relationship with Jakarta consumer decisions to adopt e-commerce; H7b:Trialability has a significant relationship with Taipei consumer decisions to adopt e-commerce.
Control Variables
One advantage of e-commerce is its ability to personalize services to users. Studies such as those from Chong et al. (2010) [61] , (Wei et al. (2009) [69] and Dai & Palvia (2008) [70] have often conducted their surveys on younger users, who are university students. Tan & Teo (2000) [66] found that demographic variables such as age, educational levels, and gender have a significant influence on Internet usage activities in Singapore. This study will therefore include the age and educational level of the users as control variables.
Research Model
Based on the literature review, a research model is developed as shown in Figure 3 . The model shows that the adoption factors (e.g. trust, cost, social influence, variety of services, perceived usefulness, perceived ease of use, and trialability) have a significant influence on consumer decisions to adopt e-commerce. The model also adds the control variables of gender, age and education level.
Methodology
Sample and Procedure
A survey questionnaire was developed to test the hypotheses in this study. The type of sampling was Purposive/Judgemnet sampling (the respondent who familiar with e-commerce). The survey was also translated by a language instructor to ensure that the wording used in the surveys (e.g. Chinese, bahasa Indonesia and English survey) were consistent and back-translation was also adopted to ensure linguistic equivalence of different language versions of the questionnaire. Data was collected by online and offline in Jakarta and Taipei. A total of 192 surveys were collected from the Jakarta consumers, and 184 surveys were collected from Taipei consumers. Table 3 summarizes the demographic profile of the respondents. 
Variable Measurement
Consistent with previous technology adoption studies, Wei et al. (2009) [69] , the independent and dependent variables used in this study are derived from the existing literature. 24 items were used to measure the 7 independent variables in this study, and 2 questions were used to measure the dependent variables. Besides the demographic profiles, all items were measured on a 5 point Likert Scale ranging from 1 (strong disagree) to 5 (strongly agree).
Scale Reliability and Factor Analysis
The reliability of the questionnaire was tested using Cronbach's alpha. The reliability coefficients (α) for both data sets (e.g. Jakarta and Taipei) are shown in [72] , it confirms that the items used to measure the constructs are reliable. In order to test the validity of the constructs, factor analysis is applied. The model consists of variables from TAM, as well as additional new variables that are catered towards e-commerce adoption. Furthermore, some of the items adapted were not studied in Jakarta and Taipei. Therefore, exploratory factor analysis is applied instead of confirmatory factor analysis. Principal component analysis is chosen to evaluate if the items are linked to their underlying factors. Table 5 shows the results of the factor analysis.
Factor loading of 0.50 was used as a cut-off point as suggested by Hair et al. (2006) [72] . Factors which have eigenvalues of less than one are considered insignificant and are therefore disregarded as suggested by Chong & Ooi (2008) [73] . Based on Table 5 , all items have a factor loading of more than 0.50, thus confirming that these constructs are unidimensional and factorially distinct, and the items used to operationalize the constructs are all loaded onto a single factor as suggested by Teo (2001) [74] .
Result
Test of Normality
Normality of data was tested using Q-Q plot. There must be a normal distribution of the DV in the population. In the event that a distribution that is nonnormal (e.g. skewed or kurtotic) and sample sizes are small, p-values may be invalid.
From Figure 4 and Figure 5 , all the dependent variables points in both cities in approximately lie on a line, thus ensuring that Y variable is normally distributed.
Test of Multicollinearity
Multicollinearity of data was tested using VIF and Tolerance. Table 6 shows that all the independent variables have VIF values of less than 10, and Tolerance values of more than 0.10, thus ensuring that the data did not suffer from multicollinearity. The dependent variable also has skewness and kurtosis values between −1.0 and +1.0, thus ensuring that the data used in the study is normally distributed.
Test of Homogeneity of Variance
To assess the equality of variances for a variable calculated for two or more groups, analysis Levene's test is used. Some common statistical procedures assume that variances of the populations from which different samples are drawn are equal. Levene's test assesses this assumption. The variances of the Dependent variables must be equal for all levels of the independent variables and covariates. It tests the null hypothesis that the population variances are equal or homogeneity of variance or homoscedasticity. If the resulting P-value of Levene's test is less than some significance level (typically 0.05), the obtained differences in sample variances are unlikely to have occurred based on random sampling from a population with equal variances. Thus, according to Jeyaraj et al. (2006) [75] the null hypothesis of equal variances is rejected and it is concluded that there is a difference between the variances in the population. From Table 7 , we can see that the sig. value for Jakarta is 0.041 and 0.000 for Taipei. Since those value less than 0.05, we assume that variances of the Dependent variables are equal for all levels of the independent variables and covariates.
Intercorrelation Matrix
An intercorrelation matrix for the demographic profiles of the consumers and the internet activities are presented in the next sections.
Intercorrelation Matrix for Jakarta Consumers
Based on Table 8 , it is shown that age and educational level are positively correlated (r = 0.064). This implies that people who are older in this samples have higher educational levels. The results show that people with higher educational levels tend to use more e-commerce activities such as purchasing products and services (r = 0.087). An interesting result shows that those with lower educational levels tend to use e-commerce for checking or posting advertisements (r = −0.81). In terms of gender, males tend to use internet for e-banking (r =0.40), whereas females on the other hand, are more likely to use internet for Checking or posting advertisements (r = −0.90) and for purchasing products/service (r = −0.045). In terms of age, younger users are more likely to use e-commerce to check or post advertisements (r = −0.052) and entertainment purpose such as downloading ring tones, games and music (r = −0.057).
Intercorrelation Matrix for Taipei Consumers
Based on Table 9 , similar to Jakarta consumer, Taipei consumers who are older have higher educational levels (r = 0.75). The result shows that consumers who are older are more likely to purchase products or services through e-commerce (r = 0.71), and are also more likely to use mobile banking (r = 0.54). In terms of educational level, those who have higher level of education are more likely to use location based services (r = 0.041) and purchasing products/services (r = 0.032) using e-commerce. 
Hypotheses Testing
Analysis of Variance (ANCOVA) was used to test the hypotheses in this research. The method is suitable as it allows examination of the effects of the control variables and the independent variables separately. Multicollinearity of data was tested using VIF and Tolerance. All the independent variables have VIF values of less than 10, and Tolerance values of more than 0.10, thus ensuring that the data did not suffer from multicollinearity. The dependent variable also has skewness and kurtosis values between −1.0 and +1.0, thus ensuring that the data used in the study is normally distributed. Based on Table 10 , demographic profiles such as gender, age, and education in both cities have no significant relationship since their sig.level are >0.05. In contrast, all of variables in this study have a significant relationship 70.1% of Jakarta consumers, and 88.2% of Taipei consumer to adopt e-commerce (as indicated by the adjusted R2 value). The result shows that demographic profiles do not affect either Jakarta or Taipei consumer decisions to adopt e-commerce. To make Indonesian consumer adopt the e-commerce, almost every factor matters to them including trust, cost, social influence, variety of services, perceived usefulness, and trialability. They have significant relationship in adoption decision of Jakarta consumers since they have sig. level <0.05, while Perceived ease of use has no significant relationship (0.766). It suggest that Jakarta consumers concern to all variables, but they have different concern in perceived ease of use which that variable is come from the original TAM model. Cost is the strongest variable that can influence consumer in adopting e-commerce which Partial Eta Squared value 0.363. It suggests that 36.3% of intention to adopt e-commerce is affected by cost. Perceived usefulness contributes 21.7% in adopting e-commerce since its Partial Eta Squared value is 0.217, therefore H1a, H2a, H3a, H4a, H5a and H7a are supported while H6a is rejected.
Similar to Jakarta consumers, cost and perceived usefulness have a significant relationship with intention to adopt e-commerce of Taipei consumers beside trust, social influence, and Perceived ease, while variety of services has no significant relationship. Therefore, H1b, H2b, and H3b, H5b, H6b, and H7b are supported while H4b are rejected.
Discussion
This study proposes an e-commerce adoption model that was tested in both Jakarta and Taipei. Sila (2013) [7] in his study on e-commerce adoption stated that future studies should test the effects of a wider range of factors and contextual variables on EC adoption. Our results indicate that either at Jakarta or Taipei, demographic profile does not have a significant impact on intentions to purchase goods or services online, both directly and through e-commerce beliefs. The results show that in Jakarta, Perceived ease of use has no significant relationship to adopting e-commerce. This is a surprising finding as it is thought that new users are more open to new technologies. Similar result in both cities suggest that cost and Perceived usefulness are factors affecting the adoption of e-commerce in both cities, one explanation could be that users in both cities concern about the cost and benefit they gain.
In both Jakarta and Taipei, variety of services, and trialability have no significant relationships with consumer intention to adopt e-commerce. These two variables are derived from the TAM and DOI models. As stated by Jeyaraj et al. (2006) [75] , these variables are good predictors of IT usage in past studies. Although e-commerce is a relatively new business model in Indonesia, consumers are no strangers to online shopping model. However, perceived ease of use is not a significant factor for Jakarta consumers. As discussed earlier, there are 33.9% internet user of about 240 Million Indonesia Population, and there are currently 80% internet user of about 23 Million Taipei Population. Consumers from these two countries are familiar with internet, and are quite comfortable interacting with e-commerce. As such, whether the technology is easy to use will not influence their adoption decision. These users also have a good understanding of what e-commerce can offer, and thus will not be attracted to use e-commerce based on the perceived usefulness or being given free trials.
This research found that social factors such as trust and social influence play a significant role in e-commerce adoption by both Jakarta and Taipei consumers. The result shows that when it comes to trust, both Jakarta and Taipei users are generally concerned about the security and privacy offered by e-commerce, and do not trust transactions that lack physical contact. This is consistent with suggestions by Slyke et al. (2010) [20] , Wang & Benbasat (2008) [26] that trust has emerged as an important issue in online environments, it seems that Jakarta and Taipei consumers are less likely to take risks. E-commerce is a relatively new technology especially in Jakarta, and therefore more efforts are needed to increase consumers' trust, which will increase e-commerce adoption.
Social influence is also a significant relationship to Jakarta and Taipei consumer intention to adopt e-commerce. This finding is interesting as it suggests that consumers are far more likely to be influenced by trends, mass media, and peers when it comes to using e-commerce. Two variable which are different between Jakarta and Taipei consumers are variety of services and perceived ease of use. Taipei consumers are more likely to use e-commerce if there are more services, while for Jakarta consumers, this is not their main concern. This finding is interesting as it suggests that Taipei users are not satisfied with the services and applications available to them, and increasing services and applications will attract them to adopt e-commerce. In Jakarta, consumers seem to be content with the current number of e-commerce services available to them. Perceived ease of use is not a significant factor for Jakarta consumer, it is considering that e-commerce is a new thing for consumers Jakarta than in Taipei.
There are several limitations in this study. Firstly, the study is restricted to comparing Jakarta and Taipei consumers. Future studies can extend this scope to include consumers from other countries. A comparison between various developing and developed countries will improve the generality of the model. Secondly, as e-commerce is relatively new in Indonesia, this study has the intention of measuring e-commerce adoption. Future studies can consider measuring the diffusion of e-commerce across time, and investigate if the adoption factors change at various stages of consumer diffusion of e-commerce. Lastly, there is a possibility that additional adoption factors have not been included in this model, such as self efficacy and perceived enjoyment for example, and these can be included in future research models.
Conclusion and Implications
This research investigates the factors that can influence the adoption of e-commerce among Jakarta and Taipei consumers. The results suggest that one of variables in TAM which is perceived ease of use is not able to predict e-commerce adoption decisions of Jakarta consumer. Instead, factors such as trust, cost, social influence, and perceived usefulness have a significant relationship with consumer decisions to adopt e-commerce in both cities.
This study offers several implications. Firstly, this is one of the few studies to offer a comparative study in e-commerce adoption in two internet using growing regions. Instead of comparing developed and developing regions as in most existing studies, this study focuses on developing regions where internet and infrastructure are quite different in advanced and the e-commerce adoption keeps growing in both regions. Unlike developed regions such as Chinese Taipei, developing countries' e-commerce industries like Indonesia are in a different situation especially in infrastructure. The result allows enabling telecommunication and online companies to develop strategies that are appropriate to consumers from developing regions.
Secondly, the research extends the traditional TAM and DOI model, and includes new variables such as trust, social influence, variety of services, and cost to influence consumer decisions to adopt e-commerce. The results show that traditional variables found in TAM and DOI are not sufficient to predict e-commerce adoption. Instead, e-commerce developers should focus on cultural elements such as trust and social influence when targeting Jakarta and Taipei consumers. Various strategies are also needed to improve consumer trust in e-commerce. E-commerce providers should improve the security and privacy features of their systems. Online companies should also change the perceptions of their consumers by emphasizing the safety features offered by their applications. This can involve marketing campaigns to educate consumers, or in creating awareness among them. The platform for on-line purchasing and payment should be user-friendly. In addition, prompt delivery should be affected once an order is made, and after-sales services should also be friendly.
Thirdly, the study shows that variety of services has no significant influence to Taipei consumers in adopting e-commerce. It is likely that for Taipei consumers, they are willing to pay for e-commerce, given the current of variety of services. It is contrary to Jakarta consumers, therefore e-commerce providers should do more efforts by offering a greater variety of applications and services. Fourthly, the result shows that both Jakarta and Taipei consumers are price conscious when it comes to e-commerce. Service providers should therefore develop creative promotional and pricing strategies (e.g. cost reduction) to attract price-conscious customers.
Lastly, the results also show that demographic profiles of users in general, are not good predictors of ecommerce adoptions. This research has contributed to the existing literature by including different demographic variables together with the adoption factors to predict e-commerce adoption in Jakarta and Taipei. The result shows very similar findings in terms of consumers from both Jakarta and Taipei.
In conclusion, we want to emphasize that rapid growth of the market share of e-commerce in Indonesia is beyond a reasonable doubt. With the number of Internet users reached 88.1 million people or about 35% of the total population in 2014, Indonesia e-commerce market was a very tempting gold mine for some people who could see the potential in the future. This growth is supported by the e-commerce transaction value also continues to increase.
